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Radio Personal-radiO stations are perceived as personal, one
or'-one bv listeners for two '1laln reasons Stations are
tormaned to one type of Droqramrllng, and listeners

'U'le to favorte stations based on personal programming prefer
,'nce RadiO sa souna-only medium, and thiS appeals to the In
dlvlaual Imagination Station loyalty-tlecause of format pre
terences, listeners tend to tune to the same one or two stations
.he majo"tv of the time Coverage-radiO Signals are far-reachihg,
"0 advertisers can benefit by pulling potential customers tram the
'ull local marketing area a station serves, Time spent-listeners
',pend a lot of time tuned to their favoll1e radiO stations Flexi
bility-a strong advertiser advantage of radiO IS the ability to
'nake last-minute copy changes. since radio IS sound-only Selec
tivity-because radiO stations reach the same listeners repeatedly,
,If' advertiser :an use stations whose audiences match speCifiC tar
Ile" custome': Low cost-radiO :an be relatively lheXpenSlve to

"telr ; ,tatlons are used

I"'jl

Targeting capabilities-d 'o.c:' 'r,a'i can target peOPlE te,'
example by nousehold ncor"e, 'nrough the use 0' "I
codes. lists sold by organ zat O'lS whch get h,gh '10

soonse or orders trom their I'sts I' can Target by locatlon--nouse
r"JidS 0' people wthlrl cities 0' regions Frequency-direct r'lall wr
he sen' 'eDeatedlv to toe same housenOlds or people Flexibility in
use and marketing-I': can both ranqe i', ze content and Qual ty' iE
'""ell as be ueared 10 tlmelihess Ir1 new ClrDduc: ihtroductlon seasor
ell otiers, sales price Sales results-sr'ce rilre::: hlall generallv ask
t tr,e o'oe', :T can aen,eve 'esult', 'Nh cr. can also be measured

C down'se's plan to' 'epeateu 'es:."" Media synergism--'hoi'
n tander-r v\,!"h ()~her adverlls,nCJ ......-~pdia direCT rnail car' reir

l,' d Celrncalon ano strenqthen tht ,"oae- ot other media Fo'
el(dn~nl . as d n'lfit ["11-'(.j Urll dire n~d, ,;::an :')rO\l,dp extensl\/f' ce

Diract
Mail

CONS CONS
Direct
Mail

Cost-both phYSlwl DroOUc:t on and mailing lls:s can IF'

very expensive Depending on paper qual:tv, p'''''lr''1
technique, numbers at pages and actual d,SH'Dullor

C)sts-rwnerally postage costs, bu: scmetlmes house-to-house ,je

,very through carllers-prod'~etlonand dlStCiDutlon can run hlljr
VJr,en lists are purchased. the cost per !rlousand can be costly
1 he larger and more extensive the campaign the higher the illVest

'"Jent Advance planning-direct mail requires substanllalleaij : p,,,
:' also calls lor caretul checking at woroage. plIClhg, anv COUl'

agreements and merchandise offers must be well Inventor,erj
Impact-literally billions of pieces ot direct mail In all Its torrns
are distributed to U S households In the course of a year More
than one third 01 all mail handled by the postal system IS olrec:
n',ail The result ot thiS barage on the average household is ''lat
much of It IS never opened bu: placed directly Ihto the waste bas
~ et So Impact IS extremely difficult to achieve Competition-
tne Quantity ot direct mail breeds competition tor a share 01 :11p

'ecelver 's anent Ion Similar adven Isers tend 10 use direCt rlad ,r
'"luch the same way, so It IS dltficult 10 establish Identity Seasun
all'y creates competition, as compar"es pursue :he marketplaCE
'.... Ith the same or Similar prodL,Cts a" nlP same' "mes c:l the ,.eJ'

Radio Audience fractionalization-because there are a great
'lumber of radiO stations per 'TIarket. each With ItS own
loval audience, the market delivered by radiO is sliced

,n manv segments 'ThiS makes reaching a substantial audience of
jltterenl people difficult and expensive to buy Impact-while

radiO gets the Impact of sound. t canno: appeal to people Visually
as other '1ledla do As a result, radiO tends to be a background
Tedlurr· :he listener doesnt always give radiO full attention but
gets Involved in other actiVities while listening, Control-radio's
'argest audiences are delivered In dllve tlme-a mOrhlhg audlence_
To reach substantial audiences at other limes of the day IS more
difficult, so advertisers don't always benefit Importantly from
reach and frequencv across the dav or trorl other non-drlve-tlme
'lours which could be ot value 10 the retail advertiser In particular
NhO must repeatedly bUild an audience for next-dav sales
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Near-total coverage-dlre'~iJ' ,es are distributee to a,
mOSt everv housenolo, as ,/Ve'l as businesses ana '"nan

public places wnere 'herT art"' 'elephones Immediate
access-me" availability and the iae lhallhevre generally "(ept as
a reference source allows Deople to ,·'tee' '~'W'1 whenever the' r nee'~

seen Extensivecontent-thel' '11:,1 De I'stnqs and eross"IISW1(1~

answer broad bUSiness and consurTn 'euulcc'ments Flexible in
advertiser placement-mev orovOf 'Yiultlolc chOices In ad SIZE
olsplav, ana otten color la nleno D' 'PC dncJ (llao: inks on Wllo".,
can proouce vaCious color shades I they' 'lIse r:'ovlde a Slnqle vea'l,
tuy' tor an aa placecJ r- an annua! (1: ~:;, I: :! I,Jr unlnT8'-r :.;[)'A'~

fo' that 'v'ear

CONS
Competition-there are II eXi:ess of 6000 vello,,-, ,Jacw'
dlrectoCies todav, pred,Cle,l 'C ,-crease in rlurTbe' !'
addition to telephone companv publications, 'T,an\, C,r

",er'" now competing In Doth 'hel':Jwn ano,ther telephone '.e"
panles' req:ons, other publishers ISSue Single and muillple" ",
editions to bring total publishers te over 180 Duplication-v\lltrl d

orowlng number of directOCies now being distributed to the sarne
household or place of busll1ess, a chOice must now be maoe as 

wrllch dlrectoCies to cneck, Advertisers must deCide when-Ier :,
use one dlrectorv or several, 111 addition to chOOSing numbers 0'

I SlIngs Within Single d.rectorles. Passive-unless a pre-need ex,s!
ye l low pages listings are not checked Lack of marketing capabili,
tieS-there IS no oppOrlunltv to Dromote seasonal seiling o';alw
events The on Iv wav to add advert'Slno weionts 10 domlr'ati'
al:J size wlth,n the ex'reme ,:omper 'or 'r,':.'1 o'her exter', ','f'

advertiser I,stlflgs

Frequency-oulOoo r achect sr,c car reach:he same au·
c,ef'ce,generaliv tne caror,VII'lli DuolIC, repeatedly, If

[,Iaceo In a nelghDorhoo~ - ca" ta'qet people locallv
'f placeo or, maJor, lonq-d!stance hqhwavs severol oL,tdoo' ads
'rorT the same advertiser ca" reaer, !hE' same jr vers a number of
'Imes Recall-rhe slmplelty anlJ j,)rrlinancr: or outooor advertls

,nC) can establish a message, proClUC cynpanv "1 tne v,ewer s
'Y'lnd Flexibility-outdoor advertiSing can 'un to sizes which are
;c, large as r,,"" TO be missed Thev dfr:r:ClIO' ana otten cnOlce
le,catlon

CONS
Limited reach-In f'eighborhoods it reaches those who

Class bv !he same location, but no new people. On ma-
or hlghwavs it reaches long,dlstance drivers but nat

local people Limited messages-outdoor can onlv give a slDgle.
OUICk rnessage which must be caught b'y thp eve of the passerby.
I' does not allow for product details or more than a slDgle, chief
sales benefit or name identification Low public opinion-in some
areas of the countrv-such as Cities and major hlghwavs-outdoor
a:JvertlslDq 5 either currentlv banned or long-term actions 10 ban
. are In process Manv people share the oPinion that outdoor

a:Jvertlslnq :, an eyesore which IS destructive 10 the beauty of
--'Ir'lrlun;: ~s anc} HIe countrvslde



NBwB- Detail-the newspaper advertiser can Include as 'nanv
JIIIIB'1lI facts about Items. prices. sizes. locations as chOice oi

space and tyoe size can provide Flexibility-deoendlnQ
on budget. newsoaper space car run trorr double-truck ads-·twc'
fu!J faCing pages-to a classd/ed listing Additionally'. since a

newsoaper can be expanded 10 accep' extensive advertising. the
rnalor. rnulti·oage adverllser can 'un [nany ads In a single ed'tlon
Upscale audiences-of a newspapers readers, newspapers do best
n both reach and time spen, With bener-educated, upper-Income

people who are more Interestedn ,eeplngnformed. "Clippable"
-as a pCinl rredllJrlC, newspaper ads as well as any coupons Ir, tn,

adS can be cliPped, saved, referred trl. used In snopplng triPS and
Pflce comparison, Coverage-:o eXleneJ coverage beyond Clrcula
',nn. man v newspapers otter aove:,ser, fMC-Total market cove
,.ju"~~v\fhert) nev....iSUcHXlrS may tHJ de/I'v'tHee tree rc non·subscr ber'~'

igpr1f?ral)v f)n d weeklv oaSIS" cr \I~,iher-' an advpr:JSer's soeCldll'

ser' is ejel1vered :n non-SUDscr'bE'r(~ "tiP ne'Nspaoer

CON5
NIIw&. Decreasing circulation; increasing costs-In most ( ties
PapBI'B newspaper clfclJlat Ion has been steadily drOPPHlq S

multaneouslv, the [Ising cost tor a newspaper t·:, dr
tUSIn€SS has raised space costs The result) The advertiser IS pay
'Il<j a steadilv higher cost pe' thrJusand c,rculatlon 10 reach 'ew!"
newspaper readers. Reach and readership-there has been a ma'kpc
anej dramatic eroSion In the number' at people reached bv news

Pdpers and the time people spend reading them Most seriOus I'

newspapers' difficulty In delivering younger people-the ael,v,'

shoppers and buyers crUCial to bUSiness today and tomorrow
New prospects-as essential as new customers are to aovert,se's
newspapers tend to be read by the same people. and newspapw
advertiSing skews to reaching an advertisers current CUSlO"ner:;
So expanding a customer base IS difficult Competition-eve"
Year. ads In newspapers Widen their edge over editOrial conteni
currently 62''10 advertiSing. 38% "other" on average With ,c

much advertlS/nq, It IS difficult tor an advertiser to dom,nare
Dwindling newspapers-man v maJor newspapers have gpne our C"

bUSiness. and In manv Cities there is onlv one newspaper In wh:~

10 advertise. ThiS has cut opportunity to' 'each and frequencv
Coverage-major dailies reach the Inner CltV and Its Immedlateli
surrounding area-the retail trading lone-buc they do nOt ':cve<
"he Vitally Important subUrbs To reach suourban markets wl'r

newspapers, an advertiser must buv ''1anv local weeklv newspapers

CBble Targeting-homes suoserolng:c cable systems, which
prOVide various programming formats. are conSidered
by some advertisers to be an effective route to specific

jemographlcs The local cable systerT', whlcn brings over-the-alr
teleVISion Inte the home. also brings very speCialized cable chan

nels of all sports mov'es. musIc Video it the horne additionally
suoscrlbes to pay cable. it extends the selection of programming
O+ten. advertisers whose products or demographiCS match the

'.voe of programming carried on caDle-Ie. sporting goods on
,ports programming-may see this as an Ideal environment In

which to advertise Attributes of television-Since cable IS viewed
Jr, the teleVISion set. and is often perceived as regular. over-the-alr
teleVision, It offers the same Sight, sound. motion and emotional
rwolvement of teleVISion Long commercials-most over-the-alr
relevslon broadcasters are heSitant about accepting commerCials
N''''~h run above standard lengths But cable systems will accept
r"'essages whlet" may run five minutes or longer. For the advertiS
er who believes a lengthy message w II be of value to the Viewer,

~able offers thiS opportunity

CONS
Cable Fractionalization-often many different cable systems

will carve up a market so the system cannot reach the
full market For exarnple one part of a market may re

1-"1 ole the systerT while other parts of the same market do not,
t,lsr) there are above 7400 cable systems In the country. and very

t,'w - 1 7q·, of tOtal-have 50.000 0' more subSCribers The majority
"ave ,ewer than 1000 suoscrlDers In tact. of the major cable net

works. none has a household coverage. total US. of 50% And
on'y one cable network-HBO--achleves at least a "1" rating in

the US,. based on looking at lrid,vlduai dayparts, Viewed during
The average minute, according to most recent quarter reported by

A c: Nielsen Coverage-all cable households-both baSIC and pay
·-are as yet onlv equal TO 477% of total televisJon households.
P av cable IS ,n 261% ot"televlslon households. Time spent-while

IS The teleVISion afiCionado who subscr,bes to cable. expanding
\,'ew,ng levels. the vast majority of viewing IS still to over-the-air

teleVISion Advertising acceptance-only some cable systems ac
:el)( advertiSing. Of the major ad-supported cable networks. only
three achieve Within cable homes themselves at least a "1" rating
laqaln. based on the same Nielsen report shown abovel,Revenues
-With the true measure of advertiser belief ,n a medium the measure
It revenues Invested, cable ad volume IS currently under 5% of

'elevlSlon advertiSing .or slightly over $1 billion Of all the media
'hown here cable IS by far the smallest Ifl advertiser Investments.
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Reach and time spent-televiSion reaches far more peo
ple far longer every smgle day than any other medium
A good nine of every ten aoults view televISion more

than four hours daily Coverage-98.1% of homes have television,
and daily viewing per televiSion home IS above seven hours per
(jay TelevISions wlde-reachmg Signal gives advertisers access to
:he near-total number of homes with televIsion where vlewmg IS
heavy. Impact-the sight, sound, motion and emotional Involve
ment of television catches and holds viewer attention. Targeting
-the size of televISion's audience and the fact that it includes all
types of viewers makes It possible for advertisers to reach key
markets of people TelevIsion research, which tells which demo
graphics of people are viewing when and in what quantities, be
comes marketlflg Information for the advertiser to use in tar
getmg. Results-the enormous reach of target markets enables
iJClver'isers to reach potential customers repeatedly, or with fre
~Juency As these potential ~ustomers see and re-see an advertts
ser's message, they are prompted to react by buying or using a
DroOuct or service Cost-experienced advertisers know that tele
viSion IS one of the most economical and efficient advertising
T,edla I t has one of the lowest cost per thousands of the media,
dnc:osts tor televISion are based on the size of the audience de

livered, mak Ing It highly affordable for the local or retail advertiser
whe' wants to react" a slflgle market through a local television station.

CONS
Commercial production-because of the great number
of national advertisers who Invest heavily In their com-
merCial production, televISion production IS often seen

as expensive by the less expertenced local advertiser. So until
oca l , or srnalleroudget, advertisers discover that low-cost produc
lor can be effect 'Ie, t'ley are often reluctant to capitalize on
elevisons atfordaDII:t',l In time costs Constancy-as the most

Clowerful and mos: direct Ilflk to the marketplace, teleVISion IS a
neolum 10 be useo regularly 10 achieve constant results Unfor
uniltely, some advertisers will use teleVISion only occasionally,

,ee ts benefits, and then pull out Uniqueness-the size of tele
IISlon, and ItS como,natlon ot Slg['lt, sound, motion and emotional
nvolvement, sets IT apart from other advertlSlnq media ThiS be
'ornes a concern 10 new-to-teleVISlon advertisers who do not can
.Ide' 'hemselves capable of learnmg to use the medium They
Jtten overlook Tfle Dest example of the, r capability that on their
)Orne screens trlere are many smail-budge:, iocal buslflesses using
ele'lI~don et+eC'lvelv
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TeleVision Bureau of Advertising, Inc.
477 Madison Avenue, New York, NY 10022
(212)486-1111



1 7VB_l
Radio Is Sound, but~..

the fQct1hOt 0 rocIoltollOn hal1he ablty to reach 0 ImCIIsegment
of the population In ..broodcolt area hal newtt>een quedIoned.

But each year. OJ. to CI1 ~ngIy compe1ttIve retaI enwen
ment. moreloQd~oretwelfhgmor. odYertbIngdolallln
bIoodcastteleWlol ..TodaV.locoIa<MNtIIerIlrMMt $1.3bIRono ve<J'
mote In teleVlllon fhCIn they do t'l tOdIO. Why? Because 1heIe IocQl
cdveItIIeII know boadcolt tel8'Vtslon advertIIJng:

• reaches more of their protpeCflye customert-whatever
their &eX. hOUIehold InCOme. education Ot occupation

• reaches more offtMW prospecttve customen fQr longer
periods 01 time each day

• II perceived bv more 01 their prO$peettve customers 0$

the mOlt 1n1luentlot. outhorttottve. believable oc:fVertlslng
medkln.

On the foloYmg paget we have detaled tOt YOJ aD1M latest fac1$
and 1Igur•• about1heradio Indu$try today...wtth comparable tele'.+
lion data.

we have evoluated radio os ono~ngmedkJm by comporlng
It. point bv point. with t.tevtIion.

We think you wi be abte to Judge for yourself whk:h II the be"e,
mediumto helpyou achieve yourmQlketlng goolsand...the bOttom
In....WhIeh II the better medium for creating Increased sales and
proftta.



[ lIIB)
Radio ,.Sound, but...

\

Your Cuslom." Are Watching
Televl.,on

More People Spend More Dm.
WIth T.levllIon Each Day
Than they Do WIth Radio

Mull-lime Spent

243
nin..

_1....... _RacID....""' ......

And every year
your customers
ar. spending

more time
viewing televlllon

DaIlV lV V1evmg
Per1VHome

199) 4 hoUrS 3$mnut.
1960 5 haul 6 "*auteI
1970 ShoutI 56 mhJtes
1980 6 hours 36 rnInutea
1988 7 hours 3mlnut81

lINer. A.c.~ CIt'I"UlIl ........
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Rad~ ,. Sound, but•..

Your Targe' Audience. Ar. Watching
T.'.vlllon

What Mgment of the market do you wont to reach?

By _. age, haUI.hOId hcome, education or oceupotIon. ycxt.. reaching tar mora of them
with your teleYtslon~g~ you are with 'fOAJf radio adYetttsIng.

UpeccH AclullHouI.h....... •

., .....
-...:1Ul......

Working Women
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Radio I, Sound, but...,

Your CusfometllelleveIn
T./evllion

T.~'.poeItIonc.the numberone hton'naflOn meet"", \l\Gconltmed onceagain by the
Roper Orgontmtton In1.
lhll fCM)jable pubic perception of .....~ prOYk:IeI an Importont bonus to adVerttsera:
PAMfIOebV~

.

WhIch MedIum WhIch Meclbn WhIohMldUn
Ian.So&ft:e Of 111M II Molt Impodant During

Melt Ne.? McMt"'Ie~1 A ltatewtde ElectIon?

Te'evlllon 6K Tellvillon .,.. TeIevIIIon an.
Radio 13 Radio 7t. Raclo 51.

And R.H. 8NaIdn'1 latest survey conftrms once again that the public perceives televisIOn to
hove IP8daI quafttIea.

These tpedoI quaJtIeI mean VOW adWrftIIng meaage Is perceNed 0$ tPeCkII tool

TV Is 16 times more exciting
TV " 40 times more Inftuentlal
TV 1110 tim..more authorttoflve
TV Is 9 times more believable

1V Radio
I'" SCI.
101. 2It
&"- 81.
46.. 5'-
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Ilodlo " Sound, but.•.
If', A Secondary Medium

CoIporate AmefIca maIc.III-.IoUI actw8l'-'iQ commitment ont.l~ Nine out 01 ten d
the naItot\'ltcagest raclo adYertIMrIlPefld moreOf~cD~ dolan on teleYtlion.

Radio'. Top 10 Aclvertlterl: 1988

...AaItu*aCo.

QennI.....OOrp,

AnheuMr8uIch eo.
~Ip Montt Co.. Inc.

Pnxw.~Co.

...-co-
c...,t«p.

FoRIW.eo.

~...eo.

-........ -

••
• 1·

- .... ...... -T.....

For every doUar th8SQ top 10 radio advertl..n
Invested In radio In 1988

they Invested $7Min their primary medium:
Te'evilion



Radio', Top 10 Advertllers: 1988

rllevlllon
Sl23.656AOO
e64.926AOO
304.8641HJ
633,679.aoo
663,979NXJ
410,Q94,300

209,786,900
251,1&1,(0)
87.060,600
J4.824Q

S3.2&4,o12AOO

...
mD4a1m
71,440.000
48,017JDJ
43,662,ax)

~1~11JXX)

32,1.-0,(0)
3OA06,ooo
23A70f#J
'n,767JX1J
22·101qp

$.436.933,(0)

1. sea" Roebuck. Co.
2. General MotorI CoIp.
3. AnheUl« 8uIch Co., nco
•. PhIp MontI Co.. Inc.

6. Procter aGombIe Co.

6. PeptICo he.

7. ChrvIIer COtP.
8. Ford Motor Co.
9. Compbel SOUp Co.

10. Southland

lota
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Radio " SOund, but...
" NHdI T./evls/on

1IacIo among1V'...1. lOCal.....
VIIIon ,..., Icnow .. power 01~ 10
CI ' .....

Local Television Advertisers: 1988

1. Reatourantla~
2. lUto DeaIM
3. Food StoreIlSupermarketJ
4. IUritUIe StCf8I
5. . Banks/ScMngs a.loanI
6. MovIeI
7. Depar1i i ...,tStores
I. AppIIQnce StofeI
9. Medlcal/Dental servtceI

10. leIture AcMIee/ServlQel
11. AmueementllEntertah'nent
12. Cbttmg Storea
13. IocIo statIoN
1.. DIIcoUnt Dept. Stor..
16. EdueotIon servtceI

8803,9676XJ
3'19,766,Gl

339.D46,loo
237,tTJ.OJDJ
191,«)2,300
186,989,100
160,283,&X)
138,909,700
130,2nAOO
129,312.800
127)79,200
121,151,500
120.133'
115A57.700
112,062.900
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Radlo " Sound, but•..
It', AJso Fl'Ogmenled

the Number or RadIo Statlonl
Continues To Burgeonl

MoM __ to cbooIe.. IIMM1N aft ........, fIagn__d mcIIket...Iewef nstenM tot
each 1ncIvIduaI............npact tor. ocIYeItIIlI'. m....

Nwnber Of ComIMldalIkxlo • Televlllon stations

10,000 9.087

198911801870

98o .-L-__

1950

2,000

8.000

8.000

4,000

....W ........'I.... • re18Vl11on • Radio

'There en 9JJS7 COI'I'meIdat radio 1tatk:lN In the CCMlfty todav...more than eight ttneI the
number of televtslon stattoN.

Mole radio 1tatIons...combInecI with 1M foct that the averoge rac:Jo listener tunea to ortf fwo
or three different formata In a week...me<:n that any radio advert_II facing on Increastngty
hogmented radio mar1cet...wtth fewer potentlolls1enen for an advertising message.

RQcIo's nea-exduslve audence per staflon makes It neceaay for on advertl&er to use aImoIt
an of the rad10 station, In a market to reach oR the radio Isteners.

WIth teleWlon. WhIch II watched program by progrom, anyItstatton can cover an
entire market area.
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RadIo I. Sound, b~'...,t'. Too Many Sound.
In oddmon 10 the Qbundonoe of radIO statIoN h a rnartcet. racIo cxtvertllerl face additional
prcblema. The prcfuIIon of~ formcm meaN ..... frogmentatIon.

AM/FM JtaIIont Prognn FormaII Format Llltenlng Shcnt
FCII'"
total,.... ...... AN PM AM/fM

...". All ... AIII/IIlt ~/OtMt
6._

2.1.21~ lLM
N:l4A CQC It.-npctOtV l'A 21m. 20.~ OIRJI'cpAQ.lCcftem. GAl 2DAO w.u
COunItv 19.2 lU ' • .0 At2ICtD* GAl 11.7. 12.91
~ 2.7 21.0 lCU NlWllfCllk S7.13 CUt 10.71
AIM.m a.,ted lOCk (AOR> 0., fA 4.A Country 6.82 11.63 lQ.29
Nottotgkllllg~ 9.0 0.7 1.6 IIoctIUbcIn .. 9.43 1.64
EaIV tIfenhg 2.0 ,.I ... IlRJIZ 1.30 10.21 7.71
ReIQIcu 12.9 s.. '.2 MORIVcNtv 16.31 ~ 4.
NewwItaIk 7.S 0.1 •.s HIPOI*" 1.29 1.01 3.04
8IOCkIRU 1.7 Q.5 1.2 NoItaIgIaIIAQ land 9.ft Q.Z1 2." I
~ conttmpolQl"( 2A S.6 2.9 .Jo1ZINfM. o.ae 2.0 1.7'
Golden oIdIeI 10.' s.. 7.9 ~ 1.99 0.91 1.77
SpcNh 16 QJ' 2.• 0CRta.II 0.36 2.21 1.10
~ OA 1.6 G.. ~ 1.69 0.1& 0.51
,., IWtoVI G.6 0.0 0..
Soft CQ'tt8tnQClraly (Jghf) o.e 2.. 1.6 Ioutoe:~~

VaMtv 1.0 0.0 0.4
PMwAQe/Jarr. Q.6 1.7 1.0

WIth 10 rncr'IV radIOstotIcN., Q market. and so malY c:IfI'erent program fOrmats. It Is extrerMIV
dfncuIt for a radio odvettIIer to reach more than a smaI segment of a target audience.

Amertcan RadIo/Duncan am 14 radIO format deftnIflonIj Albltron 11m 16: 9mmons 1J.rt. 12. 1he
rodlo Industry IbeIt Is confuaed (II to what eonetttutes a program tormat.

And wtth radio ttcrtIons conttnuott changing formats In hope of gettfng more Ilstene,.., It II
beCOmIng more difficultfor' a radIO adVertiser to know whO ft\e audlencets...and who', Isten
Ing to1tle odVertIchg meaage.
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A RESEARCH REPORT

CITIZEN KANE IS STILL
ALIVE

...or how newspapers use
( smoke & mirrors to hide the

facts

A Rebuttal to Newspapers' Claims

Prepared by the .I~ Research Department

TelevlslOt1 Bureau ot AdvertIsing, Inc. 4n Madison Avenue New YOrl(, New Yorl( 10022 (212)486-1111
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ARebuttal of Newspapers' Claims
About Newspaper
and Television Advertising
------------

TVS's recent sales Power /I Video Conference featuring John Mennenga,
of the newspaper rep firm sawyer Ferguson Walker, offered you the oppor
tunity to eavesdrop on the type of conversation that takes place between news
paper salesmen and their chents··who are your clients, or potential clients, as
well,

Mr. Mennenga's comments are representative of the very way that newspa
pers respond to advertisers' questions regarding television. As frustrating as
it is to hearthose statements, we now have a much better opportunity than ever
before to counter the anti-TV pro,newspaper story as it is being told in your
market today,

On the following pages you will fi nd rebuttals to some of the larger issues such
as "Newspaper Strengths" and "Television Weaknesses," which Mr. Men
nenga raised in his presentation. We hope you will use these as a starting point
with your sales staff to develop your own local market rebuttals.

While the information we have used IS national in nature, you can replicate It
with your own local market data. If you are missing any specific newspaper or
television data for your market. call TVB's Research & Development Depart
ment; (212) 486·1111. We will trv to fill ,n the blanks.



Refuting Newspapers' Claims
--------------

(1) Newspapers say they "outreach" television.

FACT:
During the average week, television reaches 90 to 95% of all adults while news- •
papers reach only 70 to 80% of all adults

Source TV Dtm8nSlons '91

---------------

(2) Newspapers say their readership is increasing.

FACT:
Between 1980 and 1990. newspaper readership continued its decline among adults In
every demographic group.

Among adults 18 to 24, for example readership declined from 59.4% in 1980 to
53.0% in 1990.

Listed below are selected examples of the readership decline:

Daily Newspapers
Net One-Day Reach

Adults:
18-24
25-34
35-44
45-54
55-64

Men
Women
HH Inc.:

$50,000+·
H.S.Grad.
Some College
Mgr./Adm.·

"1985 ddt; 1980 data rv.
Source: Simmons Mat1Iet A...ch BYreau

1980
66.9%
594
62 ,
700
732
75 ,

692
648

804
710
738
785

1990
62.4%
53.0
58.1
65.7
66.1
68.7
64.5
60.5

73.9
62.1
69.0
74.6

Decline
1980 -1990

-4.5%
-6.4
-4.0
-4.3
-7.1
-6.4
-4.7
-4.3

-6.5
-8.9
-4.8
-3.9



Change. In the net hOUMhold coverage of the major dally
newspape~ In the 211 television mar1l:ets 1990 va. '985:

7'2'%
Ihowed
• deCline

FACT:
The chart illustrates the change
in net household coverage by
the major daily newspapers in
the 211 television markets
between' 985 and 1990.

Almost three-quaners of the
markets (72%) posted declines
during the five-year period,
while only 18% recorded gains.

151 marxets

18%
IhowecI

'-tI •

21 marlc.ets 391Tlan\ets

FACT:
Between 1965 and 1989. U.S. households grew from 56.9 million to 92.0 million (.62°'0)
while total daily newspaper circulation went from 60.3 million in 1965 to only 62 6 mil.

lion in 1989 (+4%).

As a result. daily newspapers per household declined from 1.06 in 1965 to 068 In

1989.

Despite what newspaper representatives say. circulation does count as a valid t>encn·
mark of newspapers' ability to cover the marketplace. The chart below suggests lnal
the ratio of daily circulation per household will continue its downward trend in the future

1ge()

Daily Newspapers
Per Household

; .
70. :

I
I

i!

1OS;,r-- ......

I

1.00 ',
95:

I

90:
as, :

I I

eo J I

75. :



(3) Newspapers say newspaper advertising Is "more effective"
and that "influential" is not a valid criteria of advertising
effectiveness.

FACT:
Television, with its sight, sound, motion and emotion, is significantly more effective for
selling goods and services than newspapers. These inherent characteristics of televI
sion allow an advertiser to present a dramatic message that can be both more intrusive
and impaetful than advertising in any other medium. And these qualities determine the
"effectiveness" of advertising and the ability of an advertising medium to influence the
public's purchasing decisions.

The newspaper industry has misapplied the term "influential" to the advertised product
or service rather than to the advertising medium itself. Instead, it is the environment In
which an advertising message is earned that influences people to buy advertised prod·
ucts or services,

WhiCh of these kinds of advertising (1) has the most Influence on people, (2) is the
most exciting. (3) is the most authoritative? Adults in each case voted overwnelm
ingly for television advertising over newspaper advertising. It is this perception of tele
vision advertising that creates added value for those products or services that are
advertised on television.

I
I 81%

Adults: Image of TV & Newspaper
Advertising

16%
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(6) Newspapers say television is a fragmented medium.

FACT:
While more fragmented than in the past, over-the-air television is still the only medium
that is able to deliver total market coverage.

Among all television households, including those with basic and pay cable, about
three-quarters of all the viewing Is to commercial over-the-alr television stations.

And a television advertiser can be confident that commercial over-the-alr stations
can reach over 900k of the households In a market during the course of the week.

Source "C Nielsen

(7) Newspapers say television's audiences are shrinking.

FACT:
Rather than shrinking, television viewing has shown increases decade after decade

TIme Spent VIewing
Per TV Home, Per Day

1950 1960
Sowow:A.c.'-'-_~

1970 1980

Sin.
53m11lL

1990



(12) Newspapers say they are out to "steal share" of national
advertIsing dollars from television.

They are attempting to do this by uSing new creative strategies--color, electronic trans
missions, standardized research, standardized advertising units (SAUs) and billing--as
well as "creative pricing."

FACT:
In spite of all of these efforts,
national advertisers continue
to place their confidence-
and dollars--in television
advertising. As the chart
indicates. television's share
of newspaper and television
national advertising dollars
continues to increase while
n.wspapers'shar.
continues to decline.

82%

Newspapers vs. Television
Share of Their NATIONAL ,

Advertising Dollars •

81% 83%"'·
- "

·<1
t
!

1950 1960
$ouIco ..ee-.e........

1970 1980 1990
0 .~--

( ------------------------

. .,.
,.-

81%

1970

87%

Newspapers vs. Television
Share of Their LOCAL

Advertising Dollars
91%

I
I

3%

'950 1960

97%

And the local advertising
ptctur•...
Newspapers have traditionally
enjoyed a large lead over
television for a share of local
advertising dollars (which
includes dassified advertis
ing). While newspapers still
account for the major share of
newspaper and television
local advertising dollars
(79%), television continues
to Incr.... Its sh.r. of
th... local doll.rs.
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Therein Lies the Challenge for TVa
And Its Member Stations:

Because newspapers are an "older" advertising medium as compared to
television, they have an entrenched position within the local advertising
community. This was true when televISion was first introduced. and it
remains so today

While the television advertising community experiences continuing success
in capturing an increased share of local advertising dollars from newspa
pers, the pace has been slow and we stIli have a long road to travel.

The challenge of the '90s for TVB and its member stations is to increase our
efforts to gain an even greater share of local ad dollars from newspapers. If
we commit ourselves to this goal·-and dedicate ourselves to meeting this
challenge-·by the end of the decade, television could account for 3004 of
local advertising dollars placed In newspapers and TV.

While the newspaper Industry states It IS going "all out" to increase its
share of national advertising dollars. the fact is it hasn't succeeded yet and
won't be successful in the future

The television industry must do locally what the newspaper industry is trying
to do at the nationa/level. And TVB IS committed to supplying you--our
member stations--with whatever marketing, research and promotional tools
it takes to help you gain a greater share of those local ad dollars.



Puttin_ The Finger On
Yellow Pares Advertising

While Yellow Papa aclvertiIiDI doeln't appear to be a direct
competitor to broacku\ \elevilioD, it dOlI, in fact. account for u
much revenue .. doeI1oea1 televUion advlrtitinl. Yellow pag..
advertilinl milht apptar to be limply • directory of passive
lUttnp-a hup l"If'erence directory-rather than an aggressive
competitor to televiaion.

But the tact ii, many local advertilera on limited budpta spend aU
or moatoftheir advertiJina'doUara in theYellow Pagea before other
media are even conaidered.

An understandingofthe aeopeoIth,mdUltry...how it worka...bow
it MIla...who UN' il..where ifI headed...can help the televilion
ealesperson move local dollars out of the Yellow Paps and in to
television.

Enclosed you will find: .
(1) Puttinl The FiD,er OD Yellow Pales AdvertisiDI'= An
analysis of the Yellow Pqea industry today-ita size-the leading
companiel and t.he number of directoriea they publish--who doel
and does not use the Yellow P.,..-and the I.tat Itrategie. the
directory pubIiahen have developed to maintain their share of
local market dollara.

(2) The ProbJeD'll With YeDow Pare. Adverti.iDf:
How Televirion Cu Help: The Yellow Pages induetry is belea
guered with problema for any local advertiser. But if that adve,.
tiler were to put the majority of'the ad budget into television, the
etrectiveneaa of the ad campaign would increase dramatically.

(8) How. Television Station. Are CODvertiac Yellow Pal.
DoUan OIl To Televi.ion: The strategies that four local televi
sionstations are using togetbirlocal advertising dollara ou.t ofthe
Yellow Par.a ar.d in to their atationa.
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Putting The Finger On

Yellow Pales Advertising

A Backp-ound
On The Yellow Pag. Industry

The free.market Ibrcll that .hattered Amer.
iea'. telephDDe lDODopol1atso catapulted the
lowly pho_ book iDto a multibillion dollar
commercial enterprise teeming with local.d.
vertiainiliatiDp.

WbenAT.T wu .plit into liven reBioDalBell
operatilll companiea (ReBOC. or Baby BeDs)
onJanuary I, 1984, theykept tbeirbuam-a in
Yellow.Papa pub1ilhlnl and were freed to
compete not only with independent directory
publishera, but alao with each other in mar·
keta where they did not ofFerphone service. Aa
a result, the number ofdirectories. Including
thoee aimed at particular demoll'8pbic, pro
(ea.ional Dr nei,bborbood tarptl, peaked in
1987at6,SOOandnownumber6,200. Thisre,.
reaenta lID averapofmore than 29direetori..
tor each of the 211 marketing &reu (or ADlai
D)fAa) in the coun~


